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Purpose:  SMARTPHONE is considered a device that helps in everyday life, especially during the Covid-19 
pandemic. One of the smartphones that have the largest market share in Indonesia is Oppo, but amid the sharp 
increase in smartphone online sales, Oppo's online sales are not showing an increase. Even though currently, 
there are various types of online shopping destinations, one of which is the marketplace, which provides 
shopping convenience and complete information about products. This is expected to form a good shopping 
experience and product knowledge to reduce consumer risk perceptions about creating online purchase 
intentions, so the purpose of this study is to analyze the effect of product knowledge and shopping experience on 
purchase intention with risk perception as an intervening variable 
Design/methodology/approach: This research is quantitative 
Findings: Respondents are residents of Surabaya who have made purchases at Shopee. The sample used was 
110 people. The withdrawal used the snowball sampling technique. The research instrument was a 
questionnaire, then the data obtained were processed by PLS-SEM. The results show that product knowledge 
contributes to purchase intention 
Practical implications:  The shopping experience does not contribute to purchase intentions. Product knowledge 
and shopping experience contribute to risk perception. Meanwhile, the indirect relationship shows that risk 
perception is proven to mediate the relationship between product knowledge and shopping experience variables 
with purchase intention. 
Paper type: Research paper 
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I. INTRODUCTION 
One of the electronic products that are felt to have great use-value during this pandemic is a smartphone. 
Smartphones are considered devices that help in everyday life. Research conducted by the Ericsson company 
revealed that during the COVID-19 pandemic, information technology on smartphones could facilitate access to 
education, work, connect with family and friends, shop, and get entertainment (www.liputan6.com). So many 
benefits can be obtained from a smartphone that it is not surprising that the trend to buy a smartphone has not 
changed significantly. In the first quarter of 2020, 7.5 million smartphones were shipped to Indonesia. This 
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figure decreased by 7.3% year over year (YoY) and 24.1% quarter over quarter (QoQ). The condition of the 
decline also occurred in the second quarter of 2020. Smartphone shipments in the second quarter only amounted 
to 7.1 million, which means a decrease of 26% YoY and 3% QoQ. In the third quarter, 10.6 million smartphones 
entered Indonesia, indicating an increase of 21% YoY and 49% QoQ (www.tekno.kompas.com). 
Regional Lead of GfK Digital Research, Asia Pacific, and the Middle East revealed that smartphone 
shopping behavior in Indonesia had not changed significantly because small retail stores and e-commerce still 
drive sales. The agency also stated that the total online smartphone market share reached an all-time high in Q2 
2020, which grew 70% YoY and 7% QoQ. Xiaomi controlled 40% in online sales, followed by Realmi with 
33% and Samsung with 10%. Based on this data, it can be seen that sales of Oppo and Vivo smartphones are 
still dominated by offline stores, such as unorganized retail channels (www.selular.id). 
Currently, many e-commerce platforms can be used to shop online, including marketplaces, websites, and 
social media. Of these platforms, the platform most used by Indonesians is the marketplace. Nearly 97% trust 
the market as a place to shop online, and the rest trust websites and social media as online shopping platforms 
(www.sirclo.com). 
As stated earlier, the marketplace is an online shopping destination currently the most popular for people. 
In the third quarter of 2020, in Indonesia, the marketplace that was in the top rank was Shopee, with 96.5 
million visitors. Tokopedia occupied second place with 84.9 million visitors. Bukalapak occupies the third and 
fourth places with 31.4 million visitors and Lazada with 22.7 million visitors. Blibli is in fifth place with 18.7 
million visitors (databoks.katadata.co.id). 
Based on the data above, it is known that the number one marketplace in Indonesia is Shopee. However, 
for sales of the smartphone category, Shopee has a much lower percentage than Lazada. Quoted from the CNBC 
news site, Lazada dominates smartphone sales through the marketplace in Indonesia with a 50% share. 
Furthermore, Shopee occupied second place with a share of 24%, and then in third place was Tokopedia with a 
15% share. This is interesting because seen from the number of visitors, Shopee visitors are far more than 
Lazada (www.cnbcindonesia.com). For this reason, in this study, Shopee was chosen as a shopping destination 
to research related shopping experiences. 
The relationship between product knowledge, shopping experience, risk perception, and purchase intention 
has been widely studied, but several studies still have different results. The difference in the results of the effect 
of product knowledge on risk perception can be seen in the research of (Han et al., 2017) and (Zhao et al., 
2017), which suggest that product knowledge has a significant negative effect on risk perception, where the 
product knowledge used leads to objective knowledge. (Huang et al., 2019) present different results, product 
knowledge that is separated into subjective and objective knowledge turns out to have different results, personal 
knowledge owned by consumers has a significant negative effect on risk perception. 
The impact obtained from the influence of the shopping experience on purchase intention also shows 
differences in results. Research conducted by (Armilawati et al., 2020) and (Beenakker et al., 2010) shows that 
the shopping experience has a significant positive effect on purchase intention. This is different from (Angkouw 
& Rumokoy, 2016) research, which shows that the shopping experience has a positive but insignificant impact 
on choice. Buy. Differences in research results also occur in the effect of risk perceptions on purchase intention. 
(Han et al., 2017) and (Wahjudi et al., 2018) suggest an insignificant negative relationship between consumer 
perceptions and purchase intentions. However, it is different from (Wang et al., 2015) (Putri & Sudiksa, 2018), 
and (Stockwell et al., 2016) which states that risk perception has a significant negative effect on purchase 
intention. Meanwhile, for the relationship between product knowledge and purchase intention, (Wahjudi et al., 
2018) stated that the results of product knowledge have a significant positive effect on purchase intention. 
(Wang et al., 2015) state that product knowledge has a positive and insignificant impact on purchase intention. 
Based on some of the previous studies above, the research conducted focuses more on objective 
knowledge and partly generalizes the product knowledge or does not separate it into subjective and objective 
knowledge, so this study discusses product knowledge and shopping experience on purchase intentions with 
perceived risk as a variable. Intervening. In this study, product knowledge is categorized into subjective and 
objective knowledge applied to smartphone products. In writing, this paper will start with an introduction that 
discusses the background, previous research, and the renewal of this research, then research methods, discussion 
of research results, and conclusions. 
II. METHODOLOGY 
In this methodology, the causality relationship of the effect of product knowledge on purchase intention, 
the impact of product knowledge on risk perception, the impact of risk perception on purchase intention, and the 
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effect of product knowledge on purchase intention with perceived risk as an intervening variable, will show a 
model (path diagram) as in Picture 1. 
 
 
Figure 1 - Construction of the path diagram  
1) Research Type and Design 
This study uses a conclusive research design, and this is because the primary purpose of conclusive 
research is to test specific hypotheses and test particular relationships. This research is based on a representative 
sample, and the resulting data is analyzed quantitatively. The type of conclusive research used is causal research 
aiming to obtain evidence of a causal relationship between variables. 
2) Operational Definition and Variable Measurement 
The operational definition defines a variable (which is expressed in the concept definition) operationally, 
in practice, in real terms, within the scope of the research object or object under study. The variables used in this 
study are described as follows: 
1. Product Knowledge (X1) Product knowledge collects various kinds of information about products 
Sumarwan, (2011). In measuring product knowledge, it will be linked to objective product knowledge 
associated with smartphone product attributes considered the most important (Tantama, 2017) namely: 
Completeness of features, Price, Durability, and Warranty. Whereas the measurement of subjective product 
knowledge, quoted from (Huang et al., 2019), includes: Belief in the ability they have, the belief that the 
knowledge they have is more than others, and the confidence in choosing products. 
2. Shopping experience (X2), (Armilawati et al., 2020) defines the shopping experience as a psychological 
condition in the form of a subjective response to purchasing products, both goods, and services, via the 
internet. The indicators used to measure consumers' online shopping experience are quoted from research 
by (Beenakker et al., 2010) in (Armilawati et al., 2020): online shopping experience, ability to use online 
shopping sites, convenience, and ease of use. 
3. Perceived risk (Z), (Mirza & Febrina, 2017) define perceptions of risk as negative overall consumer 
perception of several actions based on assessing negative results and the likelihood that these results will 
occur. The indicators used to measure consumer risk perceptions relating to finance, products, security, 
time, social and psychological (Arrifin et al., 2018) are as follows: the product purchased may not be worth 
the money spent, the quality of the product acceptance may not be appropriate, the website may reveal 
personal information, product delivery may take time, the response of family and friends may be negative 
and possibly addicted to online shopping if the results are satisfactory. 
4. Purchase intention (Y) is a thoroughly planned purcha Winterton et al., (2018). Indicators for measuring 
purchase intention (Romadlon et al., 2020) are as follows: interested in finding information about products, 
considering buying, interested in trying, wanting to know the product, and desire to affect. 
Population and Sample 
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According to (Nazelina et al., 2020), the population is a generalization area consisting of objects or 
subjects with specific qualities and characteristics determined by researchers to be studied and then conclude. In 
this case, the researcher used the Surabaya population. For the criteria, namely people who have purchased on 
the Shopee marketplace. For the sample, the criteria used are people who have known information about Oppo 
smartphones, either through brochures, advertisements, or other media. In drawing the model, the researcher 
used the snowball sampling technique, wherein this technique of determining the sample, the number is small at 
first, then enlarges (Haryati, 2012). The number of samples taken in this study refers to (Hair et al., 2006) which 
describes the sample size of the study can use a ratio of 5-10 times the number of indicators. In this study, the 
number of needles used is as many as 22 indicators. This indicator is then multiplied by the minimum ratio, 
which is 5, to produce 110. So, the sample used in this study was 110 respondents. 
3) Data Collection Techniques and Research Instruments 
This study uses a structured questionnaire where the questionnaire in this study is given directly to the 
respondent. While the statement used is in the form of a closing statement, where the respondent only answers 
by choosing one of the answers provided. The measurement scale used is the Likert scale. On the Likert scale, 
generally, each item scale has five categories, ranging from "strongly disagree" to "strongly agree" (Healy & 
Malhotra, 2009) Alternative answers to statements on the Likert scale consist of five answer choices, strongly 
agree with a score of 5, blend with a score of 4, neutral for a score of 3, disagree with a score of 2, and strongly 
disagree with a score of 1 
4) Types and Sources of Data 
Judging from the data source, data collection can be distinguished using primary data from secondary 
sources (Haryati, 2012). In this study, the researcher used two types of data, and they were described as follows: 
b. Primary sources, distributing questionnaires to respondents used to obtain preliminary data. 
Researchers distributed questionnaires to 110 respondents to know and understand the statements that 
have been provided, where the distribution was carried out in the Surabaya area. 
c. Secondary sources in this study were obtained from literature books, journals, and articles related to 
this study which were used to add information to determine the effect of product knowledge and 
shopping experience on consumer purchase intentions with risk perception as an intervening variable in 
Oppo smartphone products. 
5) Data analysis technique 
Data analysis in this study used the Partial Least Square (PLS) method. PLS can be used on any type of 
data scale (nominal, ordinal, interval, ratio) and more flexible assumption requirements. PLS is also used to 
measure the relationship of each indicator with the constructional model, which is the outer model and inner 
model. Because this study using indicators to measure each construct, and the measurement model is also 
structural, it was decided to use PLS. According to Gaston in (Manoppo & Arie, 2016) PLS can be used for 
confirmation purposes, such as hypothesis testing and exploration purposes. But PLS prioritizes exploration 
rather than confirmation. However, the primary purpose of PLS is to explain the relationship between constructs 
and emphasize the understanding of the value of these relationships. 
In this case, it is essential to pay attention to the necessity of a theory that provides assumptions to describe 
the model, variable selection, analytical approaches, and interpretation of results. This study aims to explain the 
relationship between constructs (product knowledge, shopping experience, risk perception, and purchase 
intention) and understand these four constructs' meaning. The analysis steps using the PLS method are as 
follows: 
1. They are designing the measurement model (Outer Model). This model is used to determine the validity and 
reliability of the indicators connecting the latent variables. The indicator in this study is reflective because 
the latent variable indicator affects the indicator. For this reason, three measurement methods are used 
according to (Manoppo & Arie, 2016): Convergent Validity measures the magnitude of the correlation 
between the construct and the latent variable. Evaluating Convergent Validity from checking individual 
items of reliability can be seen from the standardized loading factor. The standardized loading factor 
describes the correlation between each measurement item (indicator) and the construct. The correlation can 
be said to be valid if it has a value> 0.5. The following evaluation is to see and compare between 
discriminant validity and the square root of average variance extracted (AVE). The measurement model is 
assessed based on the measurement of cross-loading with the construct. Suppose the correlation of the 
construct with each indicator is more significant than the size of the other constructs. In that case, the latent 
construct predicts the indicator better than the other constructs. If the value is higher than the correlation 
value between the constructs, good discriminant validity is achieved. According to (Manoppo & Arie, 
2016), it is highly recommended if the AVE is more significant than 0.5. If the value is higher than the 
correlation value between the constructs, good discriminant validity is achieved. According to (Manoppo & 
Arie, 2016), it is highly recommended if AVE is more significant than 0.5. If the value is higher than the 
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correlation value between the constructs, good discriminant validity is achieved. According to (Manoppo & 
Arie, 2016), it is highly recommended if AVE is more significant than 0.5.√AVE 
2. They are designing a structural model (Inner Model). The structural model was evaluated using R-square () 
for the dependent construct. It can assess the effect of the independent latent variable on the latent 
dependent variable whether it has a substantive impact. The criteria for this value limitation are in three 
classifications, namely 0.67, 0.33, 0.19, indicating that the model is "good," "moderate", and "weak". 
Besides seeing the R-square value, the PLS model is also evaluated by looking at the Q-square in the 
goodness of fit assessment to show the amount of data diversity that the research model can explain.R2R2R2 
3. Hypothesis testing. Based on the research objectives, the hypothesis test design proposed is a hypothesis 
test design in this study presented based on the research objectives. The confidence level used is 95%, so 
the level of precision or the limit of inaccuracy is (α) = 5% = 0.05. And the result is a table value of 1.96. 
so: If the t-statistic value is smaller than the t-table value (t-statistic <1.96), then Ho is accepted, and Ha is 
rejected. If the t-statistic value is greater than or equal to the t-table value (t-statistic> 1.96), then Ho is 
rejected, and Ha is accepted. 
RESULTS AND DISCUSSION 
a. Description of Research Objects 
 Oppo electronic corporation is one of the largest electronics companies in the world. The company was 
founded by Tony Chen in 2001 and officially launched in 2004 in Dongguan, Guangdong, China. At the 
beginning of its establishment, Oppo produced electronic equipment such as portable media players, LCD TVs, 
disc players, DVDs, and e-books. Then in 2008, Oppo began to penetrate the smartphone market, which was 
marketed to various countries in the world (www.wikipedia.com). In 2013, the Oppo smartphone began to enter 
Indonesia with its product Oppo Find 5. When smartphones from China were known as smartphones that were 
of low quality and were marketed at relatively low prices, Oppo entered with another characteristic. Oppo enters 
with a premium category smartphone at a relatively much higher price than competitors from China. Even 
though Oppo produces smartphones for various classes, in 2015, Oppo began to concentrate on the middle class. 
In 2016, the company with the tagline of technology as an art form had finally succeeded in being in the Top 5 
Smartphone Companies in Indonesia. Oppo is a smartphone manufacturer with the fifth largest market share in 
Indonesia and is ranked number four in the global market (www.selular.id). Until now, Oppo has continued to 
develop, which has always been in the ranks of the world's five largest smartphone manufacturers with the 
vision of becoming a sustainable company that contributes to a better world (www.oppo.com). 
b. Description of Research Results 
 Respondents who were sampled in this study were the people of Surabaya who had made purchases at 
the Shopee marketplace as many as 110 people. From the results of the research on these 110 respondents, it can 
be described based on age, and the amount of expenditure is as follows: 
1. Respondents' Description by Age. Based on distributing questionnaires to 110 respondents, the description 
of respondents based on age is as follows: the most significant number of respondents are those aged 19-29 
years, which is 67 people or the same as 60.9%. For the age range 30-39 years, the number of respondents 
was 17 people, or the same as 15.5%. There were 18 people aged 40-50 years or 16.4%, and for those above 
50 years, the number of respondents was eight people or equal to 7.3%. 
2. Respondent Description Based on Expenditure. Based on distributing questionnaires to 110 respondents, the 
description of respondents based on expenses is as follows: the most significant number of respondents 
were respondents with an expenditure of fewer than 2 million rupiahs, namely 37 people or equal to 33.6%. 
For the price of 2 million rupiahs to 3 million rupiahs, the number of respondents was 28 people or equal to 
25.5%. The expenditure was between 3 million rupiahs and 5 million rupiahs, the number of respondents 
was 22 people or the same as 20%. As many as 23 people, or 20.9% of respondents, had income above 5 
million rupiahs. 
 The description of the variables in this study aims to describe the research variables through the 
interpretation of the frequency distribution, on the respondents' answers as a whole, both in the number of 
respondents (people), as well as in percentage figures for independent items, intermediate variables, and 
dependent variables. The explanation below will consecutively put forward a descriptive analysis of the research 
variables about the respondents to the statement items, which are the descriptions of the research variables. 
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3. Product Knowledge Variable (X1). Product knowledge is a collection of various kinds of information about 
products (Sumarwan, 2011). In this study, seven statement items were given to respondents to support 
product knowledge variables, as in Table 1. 
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Based on the data in Table 1, it can be seen that the answer that has the highest mean value, which is 4.13, 
is found on the indicator that Oppo smartphones are sold at a price range that matches the features and quality. 
This indicates that the current expectation of consumers for Oppo smartphones is that they can provide parts and 
quality by selling the product being offered. A high mean value does not guarantee that the indicator will have 
an elevated loading factor value either. As shown in Table 1, it can be seen that the indicator that has the most 
considerable loading factor value, which is 0.819, is an Oppo smartphone that has good durability. The loading 
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factor shows the consumer's hope that an Oppo smartphone can become a smartphone with good durability. The 
needs and desires of consumers for a smartphone can vary, but basically, they hope to have a smartphone that 
can last a long time by having good durability on the device, both hardware, and software. This is because there 
are more and more functions of smartphones in times like this. After all, most activities are entirely online. 
Good durability can be an added value in the eyes of consumers so that it can support sales of a product. 
4. Shopping Experience Variable (X2). The shopping experience is a psychological condition in the form of a 
subjective response to purchasing products, goods, and services (Armilawati et al., 2020). To support the 
shopping experience variable, in this study, four statement items were given to respondents, as in Table 2. 
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Based on the data in Table 2., it can be seen that the answer that has the highest mean value, which is 3.72, 
is found in the indicator I have experience using the Shopee online shopping application. This shows that 
currently, many consumers have used Shopee as an online shopping destination. By using Shopee as an online 
shopping destination, consumers hope that they will get learning in the transactions made to become 
experienced consumers using the Shopee application. The loading factor value shows different results on the 
shopping experience indicator. It can be seen that the value of the highest loading factor, which is 0.843 lines in 
the indicator I feel comfortable using the Shopee online shopping application. The loading factor shows 
consumer expectations in the future for a comfortable feeling when using the Shopee online shopping 
application. Amid the rapid growth of online shopping sites, consumers hope that Shopee can become an 
application that can please consumers when consumers are using the application. If consumers feel pleasure and 
cause enjoyment, it will provide more significant opportunities for consumers later to use the Shopee online 
shopping application again in the future. 
5. Risk Perception Variable (Z). Perceived risk is a negative consumer perception as a whole of several 
actions based on assessing negative results and the likelihood that these results will occur (Mirza & Febrina, 
2017). In this study, seven statement items were given to respondents to support the risk perception 
variable, as shown in Table 3. 
Based on the data in Table 3, it can be seen that the answer that has the highest mean value, which is 2.39, 
is found in the product indicator that I bought. Maybe it is not worth the money I spent shopping on the Shopee 
online shopping application. This shows that consumers currently hope that the products they get from online 
shopping activities match the funds they pay to get these products. The loading factor value shown in table 4.5 
above shows that the indicator of the product delivery takes a long time, with the most considerable loading 
factor value, which is 0.878. The loading factor shows consumer expectations of on-time delivery of orders, that 
is, from consumers ordering a product until finally the product is accepted by the consumer it can be repaired in 
the future Timeliness is very crucial because orders that are processed according to the set time will help 
consumers feel more satisfied. 
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6. Purchase Intention Variable (Y). Purchase intention is a thoroughly planned purchase (Winterton et al., 
2018). In this study, five statement items were given to the respondent to support the purchase intention 
variable, as in Table 4. 
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Based on the data in Table 4, it can be seen that the answer that has the highest mean value, which is 4.04, 
is on the indicator I am interested in finding information about Oppo smartphones. This shows that respondents 
hope they can find information about this Oppo smartphone. This can range from light transmission to more 
detail. The loading factor value indicates different results on the purchase intention indicator. It can be seen that 
the value of the highest loading factor, which is 0.892, lies in the indicator that I want to know more about Oppo 
smartphone products. Respondents hope that they can see further the attributes attached to smartphones and the 
benefits provided to meet the need for smartphones in the future. 
1) Model Analysis Using PLS-SEM 
Data analysis in this study used the Partial Least Square (PLS) method with two independent variables 
(product knowledge and shopping experience), one intervening variable (risk perception), and one dependent 
variable (purchase intention). The PLS-SEM method analysis includes two stages, namely the evaluation stage 
of the reflective measurement model and the evaluation stage of the structural model. Evaluation of the 
reflective measurement model consists of testing the validity and reliability of research indicators. This 
evaluation aims to measure the relationship between the variables and their constituent indicators, meaning how 
much the latent variable can contain the diversity of the data collected in each indicator and the relationship 
between the latent variables and the indicators. In this case, three aspects are assessed: convergent validity, 
discriminant validity, and composite reliability. 
Meanwhile, the evaluation of the structural model aims to test the research hypothesis. Evaluation of a 
reflective measurement model is an evaluation of the relationship between a variable and its indicators. Arrows 
show the depiction from the construct (in the form of an ellipse) to several indicators (in a box). This evaluation 
includes tests for convergent validity, composite reliability, and discriminant validity. 
2) Convergent validity aims to measure the suitability between indicators of variable measurement 
results and theoretical concepts that explain indicators from these variables. The concurrent 
Validity test can be evaluated by looking at outer loading. Outer loading is a table that contains 
loading factors to show the magnitude of the correlation between indicators and latent variables. 
The weakest loading factor whose validity can be accepted is 0.5. Output outer loadings can be 
obtained from the intelligent PLS algorithm report. To make it easier to see the external loadings 
of the indicator blocks that measure the construct, an inner model is presented in Figure 2. 
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Figure 2 - Output Path Diagram (Inner Model) 
 
From Figure 2, it can be seen that the loading factor is the estimation result of each indicator measuring the 
construct. The estimation results indicate that all indicators have met good validity because they have a loading 
factor of more than 0.5. Because the validity test with outer loadings has been fulfilled, the measurement model 
can be tested further. 
a. Discriminant validity is the level of differentiation of an indicator in measuring instrument constructs. 
To test discriminate validity, check cross-loading, namely the correlation coefficient of the indicator on 
its association construct (loading) compared to the correlation coefficient with other constructs (cross-
loading). The value of the indicator correlation coefficient must be greater than the associated construct 
of other constructs. This greater value indicates the suitability of an indicator to explain its associative 
constructs compared to explaining other constructs. Another test of discriminant validity is to compare 
the correlation between variables with the square root of AVE (√). The measurement model has good 
discriminant validity if each variable is greater than the correlation between other variables. Smart PLS 
as a tool for PLS-SEM analysis includes discriminant validity testing. The discriminant validity 
assessment produced by Smart PLS used the Fornell-lacker criterion and cross-loadings. The reading of 
cross-loadings in this study is based on columns. It can be seen that the indicators X1.1, X1.2, X1.3, 
X1.4. X1.5, X1.6. and X1.7 has a higher correlation to the associated construct, namely product 
knowledge (X1) with a correlation coefficient of 0.640, 0.699, 0.819, 0.804, 0.804, 0.812, and 0.616. 
The correlation coefficient value of the indicator block has a greater value for the associated construct than 
other constructs. Indicators X2.1, X2.2, X2.3, and X2.4 also have a higher correlation with the associated 
construct, namely Shopping Experience (X2), with a correlation coefficient of 0.665. 0.782, 0.843, and 0.783. 
The correlation coefficient value of the indicator block has a greater value for the associated construct than other 
constructs. The same is the case with other construct indicators, namely Y1.1, Y1.2, Y1.3, Y1.4, Y1.5 and Z1.1, 
Z1.2, Z1.3, Z1.4, Z1.5, Z1.6 which has a higher correlation with its associated construct compared to other 
constructs, so it can be said to have good discriminant validity.√AVE 
The subsequent examination is to compare the correlation between variables. The measurement model has 
good discriminant validity if each variable is greater than the correlation between variables. The value can be 
seen from the Fornell-larcker criterion smart PLS output, which is presented in Table 5.√AVE√AVE√AVE 
Table 4 -Fornell-Larcker Criterion 










The choice to Buy (Y) 0844 
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Shopping Experience (X2) 0.495 0.771 
  
Product Knowledge (X1) 0.732 0.419 0.746 
 
Perceived Risk (Z) - 0.747 - 0.642 - 0.610 0.794 
 
The reading of the Fornell-Larcker criterion table in Table 4. is based on rows. It can be seen that the 
value√ AVE purchase intention variable (Y) is 0.844. In contrast, the highest correlation value is the purchase 
intention variable (Y) with other variables is only 0.732, dethus variable √AVEpurchase intention(Y) more 
significant than the correlation purchase intention(Y) with other variables. Likewise, other variables show more 
significance than the correlation between variables. So that the conditions for discriminant validity have been 
met.√AVE√RAGE 
The next check of reliability. Reliability is defined as the ability of instrument indicators to produce the 
same value repeatedly (consistency) in each research activity. The level of reliability is measured by the 
composite reliability value and the AVE value. The combined reliability value assumes that all indicators have 
different weightings. The combined reliability value greater than 0.8 indicates the construct has reliable 
reliability. The composite output reliability obtained from the smart PLS algorithm report is as follows: 
Intention to Buy (Y) with composite reliability0.925, Shopping Experience (X2) with composite reliability0854, 
Product Knowledge (X1) with composite reliability0.897 and Perceived Risk (Z) with composite 
reliability0.910 so that the results of the composite reliability test show that all constructs are reliable or have an 
acceptable combined reliability value. This is because the value of the composite reliability on each construct is 
more significant than 0.8. 
Another measurement that is also used to test reliability is Average Variance Extracted (AVE). The AVE 
value aims to measure the variance of a construct component compiled from its indicator by adjusting the error 
rate. Testing with AVE values is more critical than composite reliability. The minimum recommended AVE 
value is 0.5. The AVE output obtained from the smart PLS algorithm report is as follows product Knowledge 
(X1) with AVE 0.557, Shopping Experience (X2) with 0.595, Perceived Risk (Z) with AVE 0.631, and 
Intention to Buy (Y) with AVE 0.713. The test results with the AVE value show that all constructs have 
potential reliability to be tested further. This is because the AVE value in all constructs is more significant than 
0.5. 
b. The evaluation of the structural model aims to test the R square, whether or not there is an influence 
between constructs, and the power of the indirect relationship between constructs. The structural model 
is evaluated using the p-value to determine the significance of the structural path parameter coefficient 
and the R square to determine the effect of the independent latent variable on the latent dependent 
variable whether it has a substantive impact. The value of R Square is used to explain the effects of 
exogenous variables on endogenous variables. The value of R Square obtained from the smart PLS 
algorithm report is purchase Intention (Y) =0.738 and Perceived Risk (Z) = 0.553. The R Square value 
of the purchase intention variable (Y) is 0.738, meaning that the variable product knowledge, shopping 
experience, and risk perception can simultaneously explain its effect on the purchase intention variable 
(Y) by 73.8%. In comparison, the remaining 26.2% is explained by other variables outside the model. 
Researched. Meanwhile, the R square value of the risk perception variable (Z) is 0.553, which means 
that the variable product knowledge and shopping experience can simultaneously explain its effect on 
the risk perception variable (Z) of 55.3%. In comparison, the remaining 44.7% is explained by other 
variables outside the model studied. 
Then for the assessment of goodness of fit in this study can be seen from the Q-square value. Q-square 
value has the same meaning as coefficient determination (R-square) in regression analysis, where the higher the 
Q-square, the model can be said to be better or more fit with the data. The results of the calculation of the Q-
square value are as follows: 
Q-Square  = 1 - [(1 - R21) x (1 - R22)] 
 = 1 - [(1 - 0.738) x (1 - 0.553)]  
 = 0.883 
Based on the results of the above calculations, the Q-square value is 0.883. This shows the great diversity 
of research data explained by the research model, amounting to 88.3%. At the same time, the remaining 11.7% 
is explained by other factors that are outside of this research model. Thus, from these results, this research 
model can be stated as having good goodness of fit. 
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Figure 3 - Bootstrapping output 
1. Hypothesis testing 
From the results of hypothesis testing, it can be concluded that the hypothesis which states: 
H1:  Product knowledge affects purchase intention can be accepted, with path coefficients of 0.536 
and the p-value of 0.000 <0.5, then there is a positive or significant (positive) influence.  
H2:  Product knowledge affects the perception of risk acceptable, with path coefficients amounting 
to 0.414 and the p-value of 0.000 <0.5, then there is an effect or significant (negative).  
H3:  Shopping experience has an unacceptable effect on purchase intentions, with path coefficients 
of 0.002 and the p-value of 0.979> 0.5, so there is no effect or non-significant (positive).  
H4: Shopping experience affects the perception of acceptable risk, with path coefficients 
amounting to 0.469 and the p-value of 0.000 <0.5, then there is an effect or significant (negative). 
H5: Perceptions of risk affect purchase intention can be accepted, with path coefficients of 0.419 
and the p-value of 0.000 <0.5, there is an effect or significant (negative). 
H6:  Product knowledge has an effect on purchase intention with risk perception as an intervening 
variable. Acceptable, with path coefficients of 0.173 and the p-value of 0.000 <0.5, there is a mediating or 
significant effect. 
H7:  Shopping experience affects purchase intention with perceived risk as an acceptable 
intervening variable, with path coefficients 0.197 and the p-value of 0.000 <0.5, then there is a mediating or 
significant effect. 
CONCLUSION 
Product knowledge contributes to the formation of an intention to buy an Oppo smartphone in Surabaya. 
This means that the better the product knowledge, the greater the purchase intention will be formed. Oppo 
smartphone product knowledge contributes to consumer risk perceptions in Surabaya. This means that the better 
the consumer's product knowledge, the less risk perception can be. The shopping experience in the Shopee 
marketplace does not contribute to the intention to buy an Oppo smartphone. This means that a pleasant 
shopping experience does not become a benchmark that contributes a lot, so it is not a significant consideration 
in forming purchase intentions. The shopping experience at the Shopee marketplace contributes to consumer 
risk perceptions in Surabaya. This means that a pleasant shopping experience in the Shopee marketplace can 
reduce the perception of risk formed in the minds of consumers in Surabaya. Perceptions of risk contributed to 
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the formation of an intention to buy an Oppo smartphone in Surabaya. This means that the smaller the perceived 
risk, the choice to buy an Oppo smartphone will increase. Product knowledge through risk perception can 
encourage the intention to buy an Oppo smartphone on the Shopee marketplace. This is due to the small 
perception of risk formed in consumers' minds due to a large amount of knowledge on Oppo smartphone 
products they have. The shopping experience in the Shopee marketplace through risk perceptions can encourage 
buying an Oppo smartphone. This is because a pleasant shopping experience can reduce the perception of risk 
that arises in the minds of consumers. 
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